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Georgia’s Recession:  










































































































































Impact of the Economy on  




































































































































































































As a result of budget shortfalls have you: Q4 Q1   
        
Taken out a loan 4.8 4.2   
Taken out a line of credit 8 11   
Tapped an existing line of credit 13.1 15.3   
Tapped and existing reserve fund 31.9 39  
Taken out a second mortgage 1.6 1.7   
Taken larger endowment payouts 3.2 5.9   
Used restricted funds with intentions of "paying it back" 9.6 14.4  
Run out of cash for 1‐2 weeks 16.9 19.5   
Run out of cash for 1+ months 5.7 6.8   
Used credit cards out of the norm 10.4 6.8   
Delayed Payroll 7.7 12.7   
Delayed vendor payments more than 60 days to manage cash 13.5 8.5   
Taken a board member loan 4.9 7.6   
Delayed program implmentation 37.2 42.4  
Nonprofit Stress Indicators 











































































































































































































The Economy’s Impact on  























































will close some programs to shift support to core initiatives or to 
cut costs compared to 30.8% in Q4.  Notably, 44.3% of respon-
dents report that they will increase constraints to limit demand 
compared to 37.5% in Q4.  This trend along with the push by 
many groups to charge clients for services will restrict services 















     Q1            Q4 Q1            Q4 




Nonprofit Outlook & Optimism  






































profit contracts,  30% of those respondents with government 
contracts felt that their revenue from government sources would 
remain stable in 2009.   40% Plan to deliver events as usual and 
63% expect to hold salaries & benefits at current levels; 21% 
expect to start a capital campaign (compared to 10% in Q4); 24% 
expect to start a new event.  Both of the latter findings track with 
the more aggressive approach to fundraising or what we are call-
ing ‘hole plugging’ activity by nonprofits as sources decline in 
other areas.   
 
It is instructive to note where nonprofits feel their largest declines 
and increases will stem from in 2009.  The following table illus-
trates their current projections.  Most notable is the declining 
confidence in foundation revenue.  This data is consistent with 
the fact that most private foundations’ giving levels correlate 
with a 2-3 year asset average; as assets have diminished so has 
the overall average which will determine the amount of money 






Forecasted Revenue Category Results N/A Equal LESS 
A LOT 




Government Grants 30.2% 19.0% 19.0% 10.3% 19.0% 2.6% 
Small individual Gifts 6.9% 36.2% 39.7% 2.6% 13.8% 0.9% 
Major Individual Gifts 11.2% 30.2% 37.9% 8.6% 9.5% 2.6%% 
Corporate Grants 24.1% 22.4% 37.1% 9.5% 6.9% 0.0% 
Corporate Sponsorships 26.7% 25.0% 31.9% 9.5% 6.9% 0.0% 
Corporate In-Kind 26.7% 34.5% 21.6% 4.3% 11.2% 1.7% 
Foundation Grants 17.2% 24.1% 29.3% 12.1% 13.8% 3.4% 
Annual Event/Campaign Results 23.3% 20.7% 32.8% 7.8% 14.7% 0.9% 
Performance or Earned Revenues 41.4% 14.7% 20.7% 10.3 11.2% 1.7% 
Collaboration and Transforma-

























28.9% would consider a merger if they had resources to manage 
it.  50% would combine advocacy efforts or marketing efforts 
with other groups and 44% would consider consolidating their 
back office or outsourcing it to reduce costs.  
 
"We must restructure in order to survive and are looking 
at every aspect of our organization to determine how we 




























































































Stories From the Field:  What is working now in terms of coping 
with the economy’s Impact on Nonprofits 
 













































Human Services Agencies Merge Back-Office Functions to 



























































Connecting with Donors 
 
With donors facing job losses and economic uncertainty, the New York division of Covenant House, an agency serving homeless, 
runaway and at‐risk youth, saw donations through its direct‐mail campaign decline 20% in 2008 from the previous year. 
Nonprofits say the uncertain economy has caused many donors to abandon their write‐a‐check‐for‐anyone approach in favor of 
more‐focused charitable giving. That makes it critical for organizations to strengthen their connections with their current donors, 
says William Foster, a partner at the Boston office of Bridgespan Group Inc., a nonprofit consultancy for nonprofits. 
Covenant House achieved that by enlisting the youths it serves to call past donors to thank them for their gifts and explain the im‐
pact the donations had made on their lives. The people receiving a nonprofit's services are the best spokespeople for the organiza‐
tion, says Jerome Kilbane, Covenant House's executive director. 
 
After receiving a call, "the size of the donor's gift increased by 50% from the year before" on average, Mr. Kilbane says. That hasn't 
completely offset the decline in other donations, he says. But he adds that Covenant House also has seen at least a 50% increase in 
the number of people who are willing to take a tour of the organization, and historically donations are larger from people who 
make such visits. The calls are planting seeds that in some cases might bear fruit a year from now, says Mr. Kilbane. 
While a personal connection is critical to fund raising, it could also go awry more easily than direct mail, experts caution. Anyone 
calling donors "needs training to effectively engage with someone on the phone," says Ms. Bernholz of Blueprint Research & De‐
sign. 
 
"I would also be careful about calling people again in six months, because then you just become a telemarketer," she says. 
Ms. Bernholz says nonprofits need to recognize that donors have fewer resources than they did last year, and do everything they 
can to help the donor "make a contribution they feel comfortable with, not guilted into." 
